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Introduction
• Background & Context.
• Aim.
• Methodology.
• Findings & Analysis.
• Conclusions...
• 25% of all British adults are clinically obese.
• By 2050, 60% of UK women will be obese.
• Industry & media relies on – reinforces –
unrealistic images of beauty & style.
• Stylish female personalities with more realistic 
figures are subject to ridicule & stereotype.
• ‘Style leaders’ will become increasingly 
exceptional in their fundamental appearance.
Background & Context
Aim
• Impact on consumers & consumer behaviour?
• Impact on retailer’s marketing initiatives?
• Impact on fashion product design?
• First stage of a multi-faceted project...
Aim:
• Explore the relationship between Fashion 
Innovation and other predictor variables 
including: dress size, BMI, fashion consciousness 
and body weight sensitivity.
Methodology
• Preliminary enquiry.
• Quantitative approach.
• Questionnaire measuring fashion innovation 
versus body weight sensitivity, BMI, etc.
• 168 participants.
• Sample – female fashion & marketing students.
• Convenience sampling method.
• Combination of email and face to face 
administration. 
Findings 
Descriptive Statistics:
Age 
 Frequency Percent Valid Percent Cumulative Percent 
Valid 
16-24 158 94.0 94.0 94.0 
25-34 8 4.8 4.8 98.8 
35-44 2 1.2 1.2 100.0 
Total 168 100.0 100.0  
 
Findings
BMI:
Findings
Dress Size & Fashion Interest:
Analysis
Step 1: Cronbach Alpha (all scales >0.7)
Step 2: Correlations:
Analysis
Stage 3: Regression:
Findings
• The only significant predictor of fashion 
innovation is fashion consciousness.
– <consciousness = < innova>on. 
• No apparent link between fashion innovation 
and BMI/dress size.
– Fashion innovation is about ‘who’ you are and not 
‘what’ you are or – importantly - what size you 
are.
• Limitations.
